December, 2007
Volume 3, Number 12

A Publication of
PSMJ Resources, Inc.

Outsourcing/Offshoring: A
Boost to the Bottom Line?

Branding for the Small
Firm: Part Il

Finding and Keeping
Qualified A/E/C Profes-
sionals: Part Il

Documenting Corporate
Culture is a Must in
Today’s A/E/C Industry

When Your Employees
are your Brand

Take Me to you Decision
Maker ... Not Just Yet

ART NIGHT 2007 Sup-
ports Local Artists and
Washington Project for
the Arts\Corcoran

Niche Marketing Pays Off

Is Word-of-Mouth Marketing
Making a Comeback?

Holiday Networking:
Mingle Well and Your
Pockets Will Jingle Well

What's In a Name
Change? Ask Nitsch
Engineering!

Copyright 2007

PSMJ Resources, Inc.
10 Midland Avenue
Newton, MA 02458 USA

E

o
Rainmaker

OutsOURCING/OFFSHORING: A BOOST 10 THE BoTTOM LINE?
By Peter J. Kienle, FSMPS, CPSM and Judy Kienle, CPSM, MPH

In late summer, one of the McKim & Creed principals asked marketing to
research outsourcing/offshoring for the firm since project managers were getting
unsolicited calls from India and other offshore locations saying they could save
up to 90% on certain professional services, if we hired them for this work.
Project managers are always looking to reduce costs, as bottom line profit is

a determinate of their yearly bonus.

Outsourcing and offshoring are similar in that they both involve subcontracting
services to outside firms, but specifically, offshoring refers to getting work done
in a foreign location. Both topics are top-of-mind concerns for firms looking to
control costs, however, the decision to do either requires careful consideration.
Relationships matter, in the end, you are risking your reputation if an offshore
firm does not perform, misses a deadline, or submits less than a high quality
product to your clients. Developing a good working relationship and gaining
commitment are necessary elements to obtaining quality work that will maintain
your firm’s reputation. In order for the firm to make an informed decision,
research was required and tactics for collecting both primary and secondary
research were developed.

A Google search of articles on engineering outsourcing and offshoring delivered
5,200,000 and 2,330,000 hits respectively. Culling through all the hits would be
impossible; however, early in the research, it was apparent that there is a tre-
mendous amount of useful information about these topics. Probably one of the
most important discoveries was a free public workshop held in October 2006
sponsored by the National Academy of Engineering (NAE), which focused en-
tirely on global outsourcing of engineering services. NAE commissioned numer-
ous papers, most being authored by university professors and researchers, which
later became available to the public. The following points serve as a synopsis of
some fascinating findings.

# Offshoring will grow. Global spending for engineering is about $750 billion/
year, and is expected to exceed $1 trillion/year by 2020, a 25% increase. Cur-
rently, an estimated $10 to $15 billion is being offshored, which is projected to
grow to $150 billion to $225 billion, a sizable increase. An Engineering Services
Summit was held in Bangalore, India on August 4, 2006 and similar numbers
were projected.

¢ U.S. engineering resources cannot keep pace. By anyone’s account, many
more engineering graduates are entering the job market from China and India
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than from the United States.
Research conducted by Duke
University for this program
states that annually there are
222,000 U.S. graduates with
bachelors/sub-baccalaureate
engineering, computer sci-
ence, and IT degrees. China
will graduate 644,000 and In-
dia 215,000 in similar pro-
grams, an almost four fold
combined increase over the
U.S. The lesson: work will go
on where there are workers to
do it!

¢ India and China in posi-
tion to be leaders. While
firms are offshoring to over a
dozen countries, including
Mexico, Philippines, Poland,
Hungary, Vietnam, India and
China, India and China are in
leading positions to gain sub-
stantially in the years ahead.

Primary research was con-
ducted with more than 50 A/E
firms asking specific questions
about their experiences with
outsourcing and offshoring
services. The results:

1. Technical Competency.
Many U.S. firms worry about
technical competency in the
offshore firm. To a person who
has done offshoring, they said
the technical competency to
do good work is there, but
there are other bigger factors
to consider, among them,
communication and training
issues.

2. Many are considering it,
but few are doing it. Some
have tried and said it did not

work well. Many saw no need
to outsource as they were han-
dling their workloads ad-
equately in-house. Something
needs to trigger any consider-
ation of offshoring, and usu-
ally it involves cost savings or
the potential ability to develop
reliable additional capacity.

3. Firms of all sizes are do-
ing it. Most big firms have
opened offshore offices or de-
veloped substantial offshore
relationships. More middle
and small firms are starting re-
lationships or plan to offshore
services in the near future.

4. Cost savings are there.
The findings indicate that there
is, in fact, substantial cost sav-
ings potential. While offshore
telemarketers say as much as
90% cost savings is possible,
consensus seems to be about
50% savings on average after all
costs (labor, QA/QC, and any
other costs) are factored in.

5. Communication is still the
#1 issue. In the U.S., engi-
neering staff often have chal-
lenges communicating from one
cubicle to the next and working
with professionals thousands of
miles away in a foreign country
with a different language, cul-
ture, and government, signifi-
cantly compounds the commu-
nication issues. The amazing
thing is that good communica-
tion can be had if both partners
work diligently at it.

Based on the research, con-
sider the following before mak-
ing a large investment of re-
sources in offshoring services:

¢ Treat offshoring services
as any other service you
would contract for. Due dili-
gence is necessary prior to con-
tracting for offshoring services,
just as it is for outsourcing ser-
vices within the U.S. Investigate
the firms’ technical systems,
knowledge and process, and
create an action plan for man-
aging differences. Always, as
you would for any service,
check multiple references.
Many firms assign one person to
lead “outsourcing efforts” and
that person sends RFP’s, reviews
materials submitted, and visits/
interviews firms in the prospec-
tive offshoring country. As you
can recognize, this is the typical
AJ/E selection process.

¢ Training and education.
Be certain to check that the
offshore firm uses compatible
hardware & software to yours
and to those of your clients.
Keep in mind training may be
needed and will require an
investment of time and re-
sources to maximize your off-
shore investment. Ultimately it
will be your job to make sure
training programs for offshore
employees are consistent with
how your firm wants to work.
Incentives or bonuses may be
needed to induce offshore firms
to produce at desired levels.

¢ Do you have a foreign-
born employee? One firm
talked about an employee
from India who was trained
and educated in the U.S. and
needed to return to India for
family reasons. This individual
returned to India and started
an office there to offer CAD
services for his old firm — a
relationship that worked well
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for both. He knew the quality
needed and offered assur-
ances that things would be
done “his old firms” way”.
Other firms have located of-
fices offshore with a family
member running those offices
— another option that has
shown potential.

As the demand for engineer-
ing services increases, one
logical path to growth is
offshoring. The U.S. is the
technology nexus of the world
and the rest of the world is
still overall far behind. Jack &
Suzy Welch summarized in
their October 15, 2007 Busi-
ness Week Column “...global-
ization means outsourcing
will be with us forever. Com-
panies and their manager just
need to get better at it...”

Peter Kienle, FSMPS, CPSM, is
Chief Marketing Officer for
McKim & Creed, P.A., a survey-
ing, GIS, and water, wastewater,
and reclaimed water engineering
firm. He is past-president of the
Society for Marketing Professional
Services (SMPS). He can be
reached at 919-233-8091, or
pkienle@mckimcreed.com.

Judy Kienle, CPSM, MPH is
Principal, Kienle Communica-
tions, Ltd. and Partner, The
Marketing Collective, Strategies for
Marketing Professional Services,
www.themarketingcollective.com.
Cary, NC. She can be reached at
919-463-5613 or
JKIENLE@nc.rr.com.

Subsequent issues in 2008 will
explore ways to communicate
the value of offshoring to clients
in both acquiring and keeping
clients informed of the process
and benefits of the results. Editors

BRANDING FOR THE SMALL FIRM: Parr II
By Marilynn Mendell

See([Part I: Gathering, in the November 2007 issue of A/E Rainmaker.|

2. ASSESSING

Once the basic information has been gathered and the tracking tools
are in place the second phase can begin. Hopefully by now you will
notice holes. Perhaps in filling in the budget you say, “Gosh, we
don’t submit for awards.” Or “How do | find media contacts? Is she
crazy, 4,000 contacts? First, why do | need that many and second,
where would | get them?” That's the normal panic stage. Relax. Ev-
eryone has something to submit for awards. Start small. Start to look
for opportunities. Enter your dream awards on the list. Media con-
tacts are easy. The first page of all magazines list the editor-in-chief
and all their contact information. When you join a group or associa-
tion you get a mailing list. Business journals all have a list of the top
firms or businesses in various categories.

Setting goals. Don’t look at what you have just compiled. Just write
down a wish list. “I want two new projects this year. | want to speak
at the AlA national convention. | want a full page article in my local
newspaper and The New York Times.” Now sort. Projects, articles,
speaking engagements, and so forth.

Aligning the facts with goals projected. Now compare your charts
with your wish list. Make sure that your charts have these wishes on
them as tasks and as budgeted items. Make sure The New York

Times is in your database and several reporters are tagged as media.

Developing a plan. Let’s say your plan is to get two new projects
this year from law firms and you want to be recognized as a player
within the realm of law firms. That's your overarching goal and now
your plan will be to support that result. Spend time noticing your
surroundings. What magazines get to law firms? What organizations
do lawyers congregate at? What conventions do they go to? Who
speaks at those? Find a list of law firms to contact.

What did you get for answers? By now you should have a few
shockers to the questions you asked. If not, go back and start again.
Someone should have told you something that you were sure every-
one already knew about you or what you do. It is the anomalies that
you’re looking for — the answers that don’t fit nicely into your goals
and plans, or won'’t support those goals if people continue to think
of you the way they are currently.

Part Il will discuss “Implementation of these ideas.”

With over 30 years of experience, Ms. Mendell, president of Win Spin CIC,
Inc., a creative intelligence consulting re-branding, re-imaging and public
relations corporation, is known for her award-winning campaigns. She has
written hundreds of articles and speaks at national conferences. She can be
reached: mmen125@aol.com.
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